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Introduction
Presented in the literature, the concept of diversification of customer loyalty and its importance for the company due to the development of the concept of market services.
One can assume that the relationship began marketing the changes in the approach to customer loyalty. However, the crucial breakthrough came with the increase in the use of value based marketing in the practice of business. It is widely recognized that reflects the effectiveness of customer loyalty in marketing activities, which indicates the nature of the output. Customer loyalty can also be understood as a factor in determining long-term growth and margin business, so has a functional dimension. If the customer loyalty will be subjected to valuation, it can be considered as part of the company's capital (dimension value). This explains the reasons for differences of terminology used in describing the concept of customer loyalty, as well as the perspective of customer loyalty management. Based on research, the following article examines ongoing changes in the definition and classification of customer loyalty.
Terminological perspective of customer loyalty
From praxeological viewpoint, customer loyalty can be defined as a constant and positive attitude towards an object (i.e. brand or business enterprise). Marketing definition of loyalty traditionally covered two aspects of the phenomenon: behavioural aspect and attitudinal aspect.
Behavioural loyalty explained customers' actions, which included repeat purchases, their proneness to be attracted by competitors' marketing efforts as well as their willingness to engage in word-of-mouth marketing.
Without a doubt, the classic approach to customer loyalty ignored factors affecting the attitudes and behaviour and does not include themes of loyalty. Taking into account categories such as income or lack of alternatives to choose from, we can say that the nature of economic factors determine the customer loyalty. If, however, will be included in the analysis of the determinants of market, demographic, or cultural, it reveals a broad context
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"Loyalty in the behavioural sense is measured using repurchase probability, long-term choice probability, or switching behaviour. In the attitudinal sense, loyalty is operationalized as brand preference or emotional commitment and is, therefore, measured with repurchase intention, resistance against better alternatives, price tolerance, and intention to recommend the product or service" (Brunner at al., 2010:1096).
Based on presented discussion, one must question the validity of loyalty whenever displayed loyal behaviour (i.e. repeat purchase) stems from barriers imposed by the goods provider, such as any limitations included in business contract. Customers' passive attitude caused by objective (e.g. transaction characteristics) as well as subjective (e.g. customer's indifference) factors teamed up with their repeat purchases inevitably leads to a conclusion that such scenario may not be perceived as one exemplifying loyalty. So, it seems clear that in order to discuss loyalty we must take into account a certain degree of emotional engagement displayed by a customer. On the one hand, such statement highlights the need to examine the levels of emotional engagement displayed by customers. On the other hand, voiced need to examine customers' emotional engagement widens the scope of any discussion on loyalty as well as any marketing activity designed and implemented by a business enterprise. Any discussion on loyalty cannot fail to include careful examination of customer satisfaction levels, which are shaped by customer's subjective evaluation of purchased product/ service, received value, and overall interaction with a company (see: Figure 1 ). 
INTERNAL FACTORS:
Psychological -e.g. motivation:
subjective freedom of choice, drive to stand out, expectation to purchase 
subjective freedom of choice, drive to stand out, expectation to purchase products/services at best possible price, compulsory purchase. Economic -e.g. disposable income Table 1 ).
Author Definition
The Global Loyalty Agency all the feelings or experiences that would incline a customer to consider the repurchase of a particular product, service or brand or re-visit particular company, shop or website Newnan J.W., Werbel R.A. repeat purchase of a particular brand, without considering purchase of any other available brand Jacoby J., Chestnut R.W., Day G.S. customer's predisposition towards the brand as a function of psychological processes Storbacka K., Lehtinen J.R. intention to act and willingness to interact with others Bloemer J., de Ruyter K.
customers' non-incidental and intentional actions displayed over a long period of time towards a particular service/product supplier which operates among numerous and similar service/product suppliers Olivier R.L. deeply-term engagement and product/service/brand re-purchase intention displayed toward a particular product, service or brand As shown in the loyalty definitions overview, most academic discussions on the topic take into account behavioural and psychological loyalty drivers. As a result, for a considerable period of time loyalty was predominately perceived as a regular re-patronage or re-purchase driven by intentional, premeditated customer's actions and accompanied by positive attitude.
Consequently, most presented loyalty definitions were drawn on the assumption that two main sets of loyalty drivers (i.e. behavioural and psychological drivers) should be analysed separately and independently, without the need to examine any correlations existing between discussed drivers. Nevertheless, it is evident that such correlations should be taken into account and closely examined, which may help with critical classification of existing loyalty definitions (see: Table   2 ). The examination of those correlations allows for identification of new loyalty drivers (i.e.: action-based, follow-up) which always remain closely linked and intertwined.
It should be noted that the classifications omit ref-
erence to specific markets (B2B, B2G). Moreover, in varying degrees, refer to the types of objects that are the subject of loyalty (product category, personnel, place of purchase, brand, and organization).
Most available literature on the discussed subject matter tends to focus on brand loyalty in B2C markets. As demonstrated in extensive research studies (Falkowski at al., 2009: 307):
• there is correlation between the levels of perceived satisfaction and brand loyalty (only satisfied customers declared brand loyalty);
• brand loyal customers do not always declare complete contentment with their purchase;
• satisfied customers generally declare a certain level of brand loyalty.
Those findings seem to justify why customer loyalty is often categorized based on customers' brand awareness (where brand awareness is perceived as one of key loyalty drivers). Moreover, the supremacy of brand awareness in loyalty classification enables clear and comprehensive distinction of two main sources of customer loyalty (see : Table 3 ).
Driver Definition
Psychological high level of emotional attachment to company's employees, products or services combined role of psychological processes intention to act and willingness to engage with others strong drive to re-purchase specific brand or specific set of brands despite unfavourable circumstances Action-based systematic, intentional repurchase of a specific product/service/brand accompanied by strong conviction that selected product/service/brand is superior to other available options Follow-up the result of customers' learning process, which confirms that selected product/service/brand fulfils their needs and meets their expectations to a far greater extent than any other available product/service/ brand (brings a unique and desired benefits) Loyalty is based on significant brand preference supported by high levels of repurchase.
common -brand preference is largely based on regular custom, a customer does not perceive the brand as superior. Loyalty is at the background of habits in the process of purchase.
forced -brand preference is largely based on unfavourable circumstances. Repeat buying stems from a significant lack of reasonable alternatives or is a direct result of low levels of disposable income (i.e. other available options are too expensive). Loyalty shaped by excitation by external factors.
product/service provider attachment lack of loyalty -customers with low level of relative attachment and low repeat purchase;
hidden loyalty -customers with high level of relative attachment coupled with low repeat purchase;
true loyalty -customers with high level of attachment and regular repeat patronage; false loyalty -may stem from regular custom; customers with high repeat purchase and low (negative) attachment. • customers choose only those suppliers, who offer the highest levels of perceived value;
• customers are driven mainly by subjectively perceived probability that selected product/service/ brand will fulfil their needs (e.g. economic needs, emotional needs, etc.); • building long-term relationships with customers triggers their trust and loyalty.
In contemporary markets, commonly accepted mea- The importance of discussed notion of customer loyalty in operational marketing is strongly supported by available research data, which suggests that "customer loyalty is the key priority in everyday business operations and is perceived as much more important than ongoing product development, cost reduction and managerial staff development" (Dell, 2002: 8) .
Factors affecting the value of loyal customers
The results of well-established research studies clearly demonstrate that "retention of relatively small numbers of customers boosts profits and results in in- Justification for the claim that loyal customers are less price-sensitive than non-loyal customers (and therefore less prone to search for more competitive offers) stems from an assumption that "customers will often pay a premium to continue to do business with you rather than switch to a competitor with whom they are neither familiar nor comfortable" (Finnie, at al., 2002:25-31 ). This claim can be questioned, because rarely loyal customer decides to continue the relationship with the company being forced to incur additional costs. At the same time it is more sensitive to the price level of products, because it is more market -oriented offerings, and above all to a greater extent can assess the quality and value.
Customer loyalty and business management
Customer loyalty factors and drivers are a basic for loyalty modelling, which can be used for customer be- • managers' lack of understanding that (...) the levels of customer loyalty and cash flow that stems from loyalty have a direct impact on profitability;
• managers tend to focus on current issues and short-term tactics and are prone to neglect business' long-term vision;
• inability to identify company's customers (customer segments);
• difficulties with determining sets of product values that are important to customers;
• inability to determine the reasons for customer churn;
• insufficient number of professionals with experience in the field of customer loyalty building;
• ineffective communication between the customers and the company. Customer loyalty (previously associated with the field of marketing studies) is becoming a link between management and marketing, and enters the strategic for finance management. In turn, the quantifiable loyalty factors (i.e. customer portfolio profitability) determine the ways in which desired values are devised and presented to the customers. Thus, it can be concluded that customer profitability can be adopted as benchmark for organizing all marketing activities undertaken by a business.
Conclusions
Presented deliberations clearly demonstrate that customer loyalty is a concept of dynamic nature and thus must be applied in the practice of marketing decision- 
